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penyelidik  terdahulu  cuba mengaitkan  pembelian produk  berjenama mewah  tiruan dengan  faktor 
materialisme pengguna dan mendapati, materialisme boleh mempengaruhi dan tidak mempengaruhi 
pembelian  produk  tiruan  berjenama  mewah  tersebut.  Walaupun  penyelidik‐penyelidik  terdahulu 
menggunakan  skala  materialisme  yang  berbeza‐beza  dalam  kajian  mereka  namun  tetap  gagal 
mendapat hasil yang konsisten dalam mengaitkan materialisme dengan keinginan membeli produk 
tiruan  berjenama mewah. Oleh  yang  demikian,  tidak  dapat  diputuskan  adakah  pembelian  produk 
berjenama mewah tiruan adalah disebabkan oleh sifat materialistik pengguna. Daripada kajian lepas, 
didapati  hasilan  yang  tidak  konsisten  ini  mungkin  disebabkan  oleh  bagaimana  materialisme  itu 
dikonseptualkan. Hal ini kerana scholar yang berbeza mengkonseptual materialisme dengan cara yang 
berbeza.  Hasil dapatan yang tidak konsisten juga didakwa dipengaruhi oleh skala pengukuran yang 
digunakan. Selain  itu,  terdapat  juga penyelidik yang mendakwa hasil dapatan yang  tidak konsisten 
mungkin disebabkan oleh latar belakang budaya yang berbeza bagi sesuatu masyarakat di sesebuah 
negara  yang  dikaji,  tahap  pendapatan  pengguna,  atau  penggunaan  skala  ‘materialisme’  yang 
sebenarnya mengukur  tahap materialistik  pengguna  ke  atas  produk  berjenama  asli  dan  bukannya 
produk tiruan. Penyelidik mendakwa, ‘roh’ produk tiruan adalah tetap produk tiruan dan tidak akan 








The Brand Equity Model Among Handicraft Customers in Thailand: The Mediating Role 
of Brand loyalty 
 
Weerawan Marangkun1 and Nik Kamariah NikMat2* 
1Faculty of Business Adminstration, Rajamangala  University of Technology Srivijaya, 
Songkhla,Thailand 
2*School of Business Management, Universiti Utara Malaysia, Sintok, Kedah, Malaysia  
Corresponding author: drnikuum@gmail.com 
 
ABSTRACT: Despite the valuable contribution of handicraft industry to Thailand’s economy, brand 
equity of handicraft products is still non-existent. Specifically, brand equity is described as “a set of brand 
assets and liabilities linked to a brand: brand awareness, brand association, perceived quality and brand 
loyalty. However, in this study, brand loyalty is not a measurement component of brand equity, instead it 
is treated as a mediator based on the formative indicator format. Hence the main objective of this study is 
to examine the mediating role of brand loyalty between specified predictor variables and brand equity.  The 
predictor variables consist of satisfaction, competitive advantage and marketing mix. All variables are 
measured using past instruments consisting of 70 items. The unit analysis of the study are the local Thai 
handicraft customers visiting various handicraft centers in five provinces in Thailand. A total of 417 usable 
returns were received back from 500 questionnaires distributed. The data is analyzed using SEM-AMOS 
The finding indicates that brand loyalty is a full mediator on the linkage between competitive advantage 
and brand equity, while satisfaction and marketing mix are not significant. The significance of the results 
is discussed.  
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The purpose of this study is to determine the effect of brand image and customer satisfaction on customer 
loyalty. This research is quantitative, with the population used, i.e., all customers of PT. Bank Rakyat 
Indonesia, it was chosen according to the criteria of 2.425 customers, with the proportional random 
sampling method, the sample used was 96 customers. The results of the study found that there is a positive 
and significant impact of the brand image on customer loyalty (first hypothesis accepted). Furthermore, the 
results of the study also found that there is a positive and significant effect on customer satisfaction on 
customer loyalty (second hypothesis accepted). Finally, the results of the study simultaneously found that 
there is a positive and significant influence between brand image and customer satisfaction on customer 
loyalty (third hypothesis accepted). 
 




In the banking industry, must be able to create strategies that can improve the productivity and 
quality of service expected. It becomes an important factor because it illustrates the economic performance 
of the company's services. Economic performance includes two things, namely financial performance, and 
operational performance. It rated based on the flow of funds, while the operational performance assessed 
by customer service processes. It is so that the bank can prove able to compete and provide services to 
gain customer loyalty. Business is said to be successful if it succeeds in acquiring, maintaining, and growing 
customers. (Kotler and Keller, 2009) 
Seeing this phenomenon, then the bank must develop a strategy that has been there to examine 
and understand the contributing factors that can increase customer loyalty. That matter can describe the 
benefits because faithful to a customer can show the bank's image in public. Darsono (2004) says that a 
loyal customer into a precious asset for the company. It was because of loyalty customer very important for 
all companies (Tsai, 2011), 
Customer loyalty will be pushed to engage in finding the best ways to interact so that the 
relationship of cost can reduce. With a mutually satisfactory relationship both parties, ma ka transaction 
costs that arise due to the shift of consumers to the provider new services can be avoided (Gronroos, 2004). 
Behavioral loyalty is one of the most characteristic ways in which customers express their satisfaction with 
the performance of the company (Pérez, & Rodriguez, 2015). There three significant factor in building 
customer loyalty base that is equity value, brand equity and equity relationships (Rust, Lemon, and 
Zeithaml, 2004). Equity use values refer to the objective perception of customers to benefit goods/services 
(Rust et al., 2004). Brand equity involves subjective and intangible assessment of the brand's customers 
(Lemon et al., 2001). Equity of an association involves the decision of the client to stick with the company 
(Lemon et al., 2001). Several problems above, then we formulate research questions as follows. 
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1. Is there a brand effect on customer loyalty? 
2. Is there any effect of customer satisfaction on customer loyalty? 






The brand image occurs because of the trust that consumers towards a brand on a particular 
product and this belief created thanks to the company's marketing strategy applied to the product. It is 
intended that consumer perceptions and the other to a brand (Aaker, 20 0 7), a set of values of the brands 
(Kotler, 2005) that already exist in the minds of consumers (Kertajaya, 2005). Consumers understanding 
about the brand as a whole, consumer confidence to a particular brand and how consumers view a brand. 
Build brand equity requires the creation of a familiar brand name and a positive brand image 
(Andrews and Kim, 2007). The brand image resulting in customers showed a preference for the product 
than the others, the effects of the consumer feedback on the product (Kotler, 2005) so that brands are 
willing to pay more. Brand image can also interpret as the value of a brand, based on the high awareness, 
quality, strength, patent, which gives strength to a brand. They will shortly show the ability to remember and 
recognize back and put it into a specific category of a brand. 
Known brand by customers is a significant advantage because the brand image is important for a 
company's marketing strategy, an image can create for multiple benefits. In this study, the dimensions of 
the variable brand image, the corporate image projected by the dimensions proposed by Keller (2003), 
which developed into a five (5) dimensions as follows: 
1. The professionalism represents the quality approach of attributes, benefits, and behaviors. 
2. Modern represent approach innovation from attribute, benefits, and behavior. 
3. Serve all segments of society representing values and programs of environmental concern and social 
responsibility. 
4. Concern for the consumer which is the approach of customer orientation. 




The increasingly fierce competition, where more and more service companies are involved in 
fulfilling the needs and desires of customers, cause every company must put orientation on customer 
satisfaction as a primary goal (Tjiptono, 2003). The role of each in the provision of service is significant and 
affects the satisfaction formed (Arief, 2007). The level of satisfaction arise because of a special deal 
between producers and consumers is a psychological condition that has generated when emotional factors 
encouraging hope and adapted to consume previous experience (perception) (Kusmayadi, 2007). 
Kotler and Keller (2000), states that customer satisfaction is a person's feelings of pleasure or 
disappointment after comparing performance or perceived results compared to expectations. From some 
description, it can see consumer satisfaction resulted from the process of comparison between perceived 
performance with expectations, which produces disconfirmation paradigm. 
Customer satisfaction occurs after consuming products/services purchased. Consumers evaluate 
the experience of using a product to decide whether they will reuse the product/service. However, 
companies must be careful not to get stuck on the belief that customers should be satisfied no matter how 
much it costs. Not all customers have the same value for the company. Some customers deserve more 
attention and service than other customers. Some customers will never give feedback no matter how much 
attention we give them, and no matter how satisfied they are.  
Several strategies can be combined to achieve and improve customer satisfaction: 
1. The marketing strategy in the form of Relationship Marketing (McKenna, 2001), which is a strategy in 
which the exchange transactions between sellers and buyers of sustainable, does not end after the 
sale completed. 
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Sheth & Mittal (2004) said that customer loyalty is customer commitment to a brand, stores or 
suppliers based on the nature of the very positive and reflected in the consistent purchase. (Fandi Tjiptono. 
2007). Loyalty is the highest degree in brand equity that reflects the level of consumer attachment to a 
brand. The customer experience in using a particular product or service is strongly related to loyalty. 
Consumers have a positive attitude toward a brand, has a commitment to the brand and intends to continue 
purchasing in the future (Mow en and Minor, 2002). 
In the competitive environment, the indicators that demonstrated loyalty is whether consumers will 
repurchase the product in the future (Oliver, 2001). If customers are not interested in the brand and buy 
because of its product characteristics, price, and convenience with little regard for the brand, then it is likely 
that its brand equity is small. The first level of brand loyalty, buyers who are not loyal at all or are not 
interested in buying the brand. Second, satisfied buyers on the product or at least not being unsatisfied. 
Third, buyers who are satisfied but they bear the costs of the transition (switching cost), the cost of time, 
money, or risk being with the action switching brands. Fourth, the buyers who truly love the brand. Fifth, a 
group of loyal customers. 
In each market, there are always some consumers with different levels of loyalty. The brand is 
closely related to other dimensions qualitatively because brand loyalty is closely linked to the experience 
of using a brand. So that brand loyalty will not happen if it does not make a purchase and does not have 
experience in using it. Morgan (2000) mentions that the term loyal have interpreted in different ways, namely 
attitudinal loyalty concerning what I feel and behavioral loyalty about what I do. 
Two critical conditions related to loyalty are customer retention and the total share of customer. 
The customer retention rate is the percentage who have met some repeat transactions over a limited period. 
The proportion of a bank's customer represents the percentage of the customer's budget spent on the bank. 
To measure the level of customer loyalty, (Soegoto) state that loyalty dimension into several parts, namely: 
1) Repeat Purchase; 2) Reverse Others; 3) Customer other saving and frequency levels compared to other 




Figure 1 illustrates from our theoretical framework, which based on three variables used, i.e., brand 
image (X1), customer satisfaction (X2) and loyalty (Y). Brand image is the belief that consumers have with 
a brand on a particular product, and this trust created thanks to the marketing strategy that applied to the 
company's product. Brands are often associated with repeat purchases, to satisfy the consumer, then the 
consumer will be loyal to the brand they use both goods and services. Loyalty is divided into two fact or 
affecting emotional/feeling (attachment) and patterns of repetition (repeat patronage) in consuming the 
product or service (Griffin, 2002). 
 




From the proposed conceptual framework in figure 1, that is expressed as independent variables 
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Hypothesis 1. Brand image has a significant positive effect to Customer loyalty. 
Hypothesis 2. Customer satisfaction has a significant positive effect to Customer loyalty. 
Hypothesis 3. Brand image and Customer satisfaction have a significant positive effect to Customer loyalty. 
 




In this study using a quantitative approach with methods, eksplanitif intends to determine the effect 
of brand image (X1) and customer satisfaction (X1) to customer loyalty (Y). In this study, the population is 
customers of the bank, from the entire population, will be selected at random 2.425 customers as samples. 
By using stratified random sampling, then found a sample of 96 customers. Data were collected using 
questionnaires with Likert scale. Data analysis was assisted using Statistical Package for the Social 
Sciences version 2 0 for windows, which are used to test the validity, reliability, multicollinearity, descriptive 




In this study, the independent variable, the first, brand image (X1) is the consumer understanding 
of the brand as a whole, consumer confidence to a particular brand and how consumers view a brand, with 
dimensions of professionalism, Modern, Serving all segments Society, Concern on consumers, Online at 
consumers. Second, the customer satisfaction (X2) is a person's feeling of pleasure or disappointment after 
comparing the perceived performance or results compared with expectations, with dimensions of employee 
satisfaction, the satisfaction of physical facilities, ease. 
Meanwhile, the dependent variable customer loyalty (Y) as the magnitude of potential customers 
to buy back and their willingness to be a partner for the company. Being a partner means willing to buy 
more products or services, provide positive recommendations and be prepared to inform the company in 
case of errors in service operations. Dimensions used are recurring transactions, recommend to others, n 
make use of other services offered and are not affected bids from competitors. 
 
RESULTS AND DISCUSSION 
 
Characteristics of Respondents 
 
Based on the results of questionnaires distributed to respondents of this study 96 people, can be 
known characteristics of these respondents. It has classified according to gender, age, occupation, and 
frequency to the arrival of the bank in a week. The results found that female respondents were 60 (56%) 
and men respondents as many as 36 people (44%). Respondents to the age of 25-34 years are the most 
respondents in this study were 46 (49%). While respondents with age <25 years amounted to 35 (36%), 
and 35-44 were 10 people (10%) and age> 44 years of 5 people (5%). 
The respondent's jobs are private employees 85 people (89%), entrepreneur five people (5%), the 
students as much as two people (2%), and others some four people (4%). While most of the frequencies 
of respondents came to the bank in a week than 3-5 visits amounted to 58 (61%) the frequency of 1-2 visits 
were 30 (31%) and the frequency of visits 6-7 amounting to 8 people (8%). 
 
Validity and Reliability 
 
Test the quality of data describes the test instrument consisting of validity and reliability test so that 
verify the quality of this data indicates whether the data can be used to analyze data correlation and simple 
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Tabel 1. Result of Validity Test 
 
No Item 
Corrected Item Total 
Correlation 
α Validitas 
X1 X2 Y X1 X2 Y X1 X2 Y 
1 .570 .809 .387 0.30 0.30 0.30 Valid Valid Valid 
2 .570 .835 .449 0.30 0.30 0.30 Valid Valid Valid 
3 .681 .507 .452 0.30 0.30 0.30 Valid Valid Valid
4 .681 .800 .456 0.30 0.30 0.30 Valid Valid Valid
5 .677 .613 .419 0.30 0.30 0.30 Valid Valid Valid 
6 .579 .625 .438 0.30 0.30 0.30 Valid Valid Valid 
7 .686 .553 .505 0.30 0.30 0.30 Valid Valid Valid 
8 .732 .669 .591 0.30 0.30 0.30 Valid Valid Valid
9 .529 .740 .553 0.30 0.30 0.30 Valid Valid Valid
10 .784 .474 .483 0.30 0.30 0.30 Valid Valid Valid
11 .791 .747 .449 0.30 0.30 0.30 Valid Valid Valid 
12 .733 .801 .405 0.30 0.30 0.30 Valid Valid Valid 
13 .733 .736 .469 0.30 0.30 0.30 Valid Valid Valid 
14 .436 .736 .473 0.30 0.30 0.30 Valid Valid Valid
15 .724 .625 .422 0.30 0,30 0,30 Valid Valid Valid
16 .693 .493 .437 0.30 0,30 0,30 Valid Valid Valid 
 
Tabel 2. Result of Reliability Test  
 
 Variable Alpha Cronbach’s N of Items Reliability
X1 .934 16 Valid 
X2 .939 16 Valid 




The questionnaires from this research are a brand image, customer satisfaction, and loyalty of each 
customer consist of 16 items of the statement, then each questionnaire on brand image variable, customer 
satisfaction and customer loyalty each have the highest value 80 and the lowest value 16. Description result 
variable analysis of the brand image has obtained the maximum score of 76 and a minimum score of 40 
with a standard deviation value of 8.81953. Furthermore, the mean 60.2396; median 52; and mode 63. 
Description result variable analysis of customer satisfaction obtained the maximum score of 76 and 
a minimum score of 38 with a standard deviation value of 9.75322. Value mean 58.9688; median 61; and 
a mode of 59. Furthermore, in the variable customer loyalty has a maximum score of 72 and a minimum 
score of 41, with a standard deviation value of 7.05688; mean 58.7708; median 59; and 48 modes. 
Descriptive analysis is seen in the following table. 
 
Tabel 3. Results of Descriptive Analysis 
 
 Brand Image Customer Satisfaction Customer Loyalty
N 
Valid 96 96 96 
Missing 0 0 0 
Mean 60,2396 58,9688 58,7708 
Median 62,0000 61,0000 59,0000
Mode 63,00 59,00 48,00a
Std. Deviation 8,81953 9,75322 7,05688
Variance 77,784 95,125 49,800 
Range 36,00 38,00 31,00 
Minimum 40,00 38,00 41,00
Maximum 76,00 76,00 72,00
Sum 5783,00 5661,00 5642,00
a. Multiple modes exist. The smallest value is shown 
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Normality test with Kolmogorov-Smirnov One-Sample Test done to see whether the quality of the 
product data is normal or not. Based on the results SPSS 20:00 show that shows the results of normality 
test data for customer loyalty with significance probability 0.392, 0.193 brand image and customer 
satisfaction is 117, three variables have normal data because of all values above the 5% significance (Table 
4). 
. 








N 96 96 96
Normal Parametersa,b 
Mean 60.2396 58.9688 58.7708
Std. Deviation 8.81953 9.75322 7.05688
Most Extreme Differences 
Absolute .110 .158 .092
Positive .054 .070 .073
Negative -.110 -.158 -.092
Kolmogorov-Smirnov Z 1.081 1.543 .901
Asymp. Sig. (2-tailed) .193 .117 .392
a. Test distribution is Normal. 




Assuming linearity test has done by making a plot between residual standardized with an 
approximate value of the dependent variable standardized named scatterplots of residuals, showed that 
there is a relationship about 95% of the residual is between -2 and +2, meaning the assumption of linearity 
met (histogram 1).  
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The multicollinearity test aims to test whether the independent variables studied are correlated with 
others, to test for the presence of multicollinearity seen in the Variance Inflation Factor (VIF), the limit is 10. 
If the value above it then happens multicollinearity. The test results viewed in the following table. 
 
Tabel 5. Multicollinearity Test Results 
 
Coefficientsa 




Brand Image .300 3.337 
Customer Satisfaction .300 3.337 




The method used in this study to detect the presence of heteroscedasticity is with scatterplot 
diagram, on the premise that if there is a certain pattern listed dots (points) form a certain pattern that 
regular (wavy, widened, then narrow), heteroscedasticity. Whereas, if there is no clear pattern and points 
(points) that spread above and below 0 on the Y axis, there is no heteroscedasticity. Based on chart 1, 
there is no clear pattern and spots that spread upward and below 0 on the Y axis, so it can concluded that 
there is no heteroscedasticity. 
 
Chart 1. Heteroscedasticity Test Results 
 
 
Correlation Coefficient Test 
 
The result of correlation coefficient on brand image to Customer Loyalty is 0,839. It indicates that 
this value has a very strong and positive correlation to Customer Loyalty because it exceeds 0.05 (5%) 
significance level. By looking at the R square value of 0.704, this result shows that brand image has a 
contribution to customer loyalty 70,4% and 29,6% have a contribution from another variable. 
Meanwhile, the correlation coefficient between customer satisfaction to Customer Loyalty of 0.792 
indicates that this value has a very strong and positive correlation to Customer loyalty because it exceeds 
the level of significance 0.05 (5%). By looking at the value of R Square 0.627, it can be seen that customer 
satisfaction has contributed to customer loyalty of 62.7% and the remaining 37.3% contribution by other 
variables. 
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Tabel 6. Hasil Uji Koefisien Korelasi 
 
 Dependent Variable Customer Loyalty 
Variables R Rsquare 
Brand Image .839a .704 
Customer Satisfaction .792a .627 




The results of a hypothesis test are using t-test by comparing t-test with t-table where the 
significance level used is 5%. Hypothesis test results can be seen in table 7, as follows 
 
Table 7. Result of t-test on Customer Loyalty 
 
Model 
t-test t-table Sig. 
Brand Image 14.945 1.662 .000 
Customer Satisfaction 12.569 1.662 .000
 
The hypothesis 1 state that brand image has a significant positive effect on customer loyalty, the 
results found that t-test equal to 14,945 where above t table 1.662 with significance level equal to 0,00%, 
hence hypothesis 1 accepted, meaning in the partial there is positive and significant between the brand 
image to customer loyalty. 
The hypothesis 2 state that customer satisfaction has a significant positive effect on customer 
loyalty, the results found that t-test equal to 12,569 where above t table 1.662 with significance level equal 
to 0,00%, hence hypothesis 2 accepted, meaning partially there is positive and significant between 
customer satisfaction to customer loyalty. 
The hypothesis 3 state that brand image and customer satisfaction has a significant positive effect 
on customer loyalty, the results found that F-test equal to 126,151 where above F table 3,104 with 
significance level equal to 0,00%, hence hypothesis 3 accepted, meaning simultaneously there is positive 
and significant between brand image and customer satisfaction to customer loyalty (Tabel 7).  
 









1 Regression 3456.771 2 1728.385 126.151 .000b 
Residual 1274.187 93 13.701   
Total 4730.958 95    
a. Dependent Variable: Customer Loyality 
b. Predictors: (Constant), brand image, customer satisfaction 
 




1. The result of correlation between brand image and customer loyalty of both variables have a 
relationship of brand image with very strong customer loyalty and direction (positive), while testing of 
regression hypothesis shows that there is significant influence of brand image to customer loyalty 
where t test bigger than t table (14,945> 1,662), it means that hypothesis 1 is accepted. 
2. The result of the correlation between customer satisfaction and customer loyalty has strong and 
positive relationship, while the regression hypothesis test shows that there is a significant influence of 
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customer satisfaction on customer loyalty where t-test is bigger than t table (12,569> 1,662) means 
hypothesis 2 is accepted. 
3. The result of hypothesis test shows that there is significant influence between brand image and 
customer satisfaction to customer loyalty where F test is greater than F table (126,151> 3,104) or 




First, to increase customer satisfaction to employees, Banks more optimize training for employees. 
Secondly, the dimensions of the facilities provided to customers are good enough and rated positively by 
the customers. The performance of 24-hour call center services needs to be improved so that customers 
more easily communicate and convey all complaints and suggestions that need to be delivered as well as 
customer expectations will be the addition of ATMs in areas to enhance customer satisfaction further. Third, 
providing convenience to customers in accessing or conducting transactions. For those who will do future 
research, it is advisable to add independent variables and use different analytical techniques, for example 
by using SEM to know the firm relation of each dimension with research variables so that managerial 
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